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ABSTRACT

This paper discusses about characteristics of most enthusiastic buyers of a non-metro city. The paper
adopts the analyvtical and exploratory research style based on primary data. It uses questionnaire based
survey methods with a sample size of 250 junior college students (JCS) of Silchar, Assam, India. The
paper tries to identifi the segments depending upon the choices and purchasing decision made by these
students on the basis of their psychographic profile.

The research is unique for academic and professional relevance. As the research on psychographic
market segmentation in small city especially the city from North-Eastern Region called Silchar, Assam is
very rare. Hence, this study may be regarded as masterpiece as it provides in-depth analysis on
psychographic market segmentation, which is found fo differ in several important aspects.

Keywords: Market segmentation, Psychographics, Junior College Students, Cluster analysis. Activities
Interest and Opinion (AIQ)

Introduction

The concept of market segmentation was first introduced by Smith, (1956). According to him market
segmentation involved viewing heterogeneous market as a smaller number of homogenous markets, in
response to differing preferences, attributable to the desire of consumers for more precise satistaction to
their varying wants, Thus a market segment consists of a group of customer who share a similar set of
want (Kotlar).

It did not take a long time to become one of the much discussed concepts of marketing. Market
segmentation is an essential element of marketing in industrialized countries and market segmentation
research may be one of the richest areas in marketing science in terms of scientific advancement and
development of methodology (Wedel & Wansbeek, 1999), If properly applied marketing segmentation
would guide companies in tailoring their product and service offerings to the groups which are most likely
to purchase them. (Yenkelovich and Meer, 2006)

In order to identify market segment several approaches may be adopted. One of the most common ways
of segmentation is through demographics, i.e., segmenting on the basis of variables like age, gender,
education, income and other such characteristics of human beings. These wvariables are directly
measurable and information regarding these wvariables can easily be collected from mumicipal or
government registers,

Psychographics

The marketers soon understood the limitations of clustering people in terms of flat demographic
data when the choice of consumption depends mostly on non-demographic terms. Kotler, in his book
Marketing Management furnished an example of Ford Motor Company where the company designs
Mustang automobile to appeal to voung people who wanted inexpensive sports car. But it was found that
many Mustangs were purchased by older buyers. It then realized that the target market is not
chronologically young but the psychologically young. Such examples are abundant in marketing.
Meaningful segmentation depends on finding patterns of customer’s actual buying behavior (Yenkelovich
& Meer, 2006), Psychographic research primarily allows us to understand why consumers behave the way
they do (Schiffiman & Kanuk, 2001).

436 ‘




IR A-International Journal of Management & Social Sciences

Demographic segmentation does provide information about the people who purchased a product, their
age, gender, education, income and social status but neither answer why all people were buying same
product nor does it go into what the motivation behind the showing same buying behavior. In order to
understand customer psychographic information can put flash into demographic bones (Wells, 1975).
Psychographic segmentation helps marketer understand buying behavior better and design
communication programs through understanding lifestyle, interest, activities, opinion, personality,
attitude, values,

Demby (198%) defines psychographics as “The use of psychological, sociological and anthropological
factors, such as benefits desired (from behavior being studied), self-concept and lifestyle (or serving stvle)
to determine how the market is segmented by the propensity of groups within the market — and their
reasons- to make a particular decision about a product, person, ideology or otherwise hold an attitude or
use a medium.”

The article is structured in a logical and sequential manner, addressing the following aspects: Literature
review, Study context, Methodology, Psychographic segmentation (Activities Interest and Opinion) and
the final consideration

Review of Literature

The scholars and corporate throughout the world have conducted many surveys and investigations to
understand and map the psychographic pattern of customers and its impact over the purchasing
preferences,  Study has been carried out to try and understand correlation between social class, income
and buying behavior (Slocum & Mathews, 1970); Social class and life style as predictor of shopping
behavior (Rich & Jain, 1968). Studies has also being carried out to understand importance of life status
and consumer preference {(Anderson 1984), and the importance of consumer behavior and cultural values
(Henry 1976). There are also studies relating to the influence of the reference group on consumer brand
purchase (Stafford 1966) and on the influence of the reference group on product and brand purchase
{Beardon & Etzel 1982). There are also studies like impact of role of sex on purchase decision (Qualls
1987) on working wives and expenditure on service (Bellanti & Foster 1984). Identification, attitudinal
and demographic questions frame nine lifestyle types to categorize American consumers (Mitchell, 1978),
Other set of studies addressed to heterogeneity between senior citizen market (Day et al., 1987); and
understanding the profile of the women in the USA, UK and France (Doughalas Urban, 1997),

Few prominent studies in the Indian context are: Interrelationship between religiosity, cast prejudices and
conservatism lifestyle among four major faith groups: Hinduism, Islam, Sikh and Christianity. This
Study was carried out in New Delhi (Kapoor, 1985); National Council of Applied Economic Research
(NCAER) mapped ownership and purchasing patterns of consumer durable and non durable products and
grouped Indian population into five major groups based on real disposable income and the ownership of
the durables and consumption of non durable (Rao & Natarajan, 1996); linkage between ownership of two
wheelers and the behavior of their owners (Kapur, 1995); brand association of Denim brands with life
style attributes by Adite Chatterjee in 1995 and understanding of changes in personality traits, family
relationship, personal goals, and attitudes towards advertising and favored products among Indian
consumers aged between 15-45 years by (Chatterjee,1996). Another study carned out to identify similar
lifestyle segments based on classification of status symbol. The study surveyed 623 respondents in top
four metropolitan centers in the country with at least one car in their disposal (Shirali& Singh, 1997),
Studies also conducted 0 understand psychographic profile of customers of newspapers in India
{Anandan et al., 2006) and psychographic segmentation of Indian Urban customers (Kumar &Sarkar,
2008). Paromita Goswami (2007) studied the effects of psychographics on the frequency of purchase of
college goers of Kolkata. Seema Kapur (1995) studied the behavior of two wheeler owners and Adite
Chatterjee (1995} studied lifestyle attributes of Denim brand users. Anil Kumar {2013) used
psychographic tools to study the attitude of consumers towards durables.
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The above literature review illustrates that there is no study that examines the dynamics and contrast of
psvchographic details of youths in a fast growing town of North East India and about the youths those
who are the future consumers and determining factors of future market.

The Context: Silchar, Assam

Silchar is the main town of Cachar District in the state of Assam in India. It is 343 kilometers south east
of Guwahati city of Assam. It is the second-largest city of the state in terms of population and municipal
area, Approximately 90% residents of Silchar are Bengalis who speak the Sylheti dialect, There are also a
number of who are Bihari, Bishnupriva Manipuri, Dimasa Kachari, Manipuri{meitei), Marwaris,
Nepalies, Assamese and some tribal groups like Nagas form Nagaland, Mizos from Mizoram. Silchar is
situated by the banks of the Barak River in what is popularly known as Barak Valley. Hence, due the
presence of such variation within the population the research on psychographic market segmentation will
be very atfective.

Research Gap & Relevance of the Study

The study shall show a picture of psychographic profile of the most enthusiastic buyers of a non-
metro city. The study results in segmenting non-metropolitan urban consumer into distinet behavioral
eroups. The main aim of the study is to identify the psychographic profile among the “would be’ targeted
group identified in the study and their ‘would be’ buying behavior. No such study has been ever
conducted in Silchar, Assam. This study is going to predict the future market and consumption habits of
people of Silchar, Assam.

The study helps in understanding the lifestyle pattern of the youth of Silchar and the impact over
marketing of product and services. The study shall wy to examine the pattern and change of
psychographic data of two different age and occupancy groups and shall try to explain how or why the
transition takes place. This study, thus, shall help in future exploration of professional benefits in
academic and commercial activities; beneficial to policy makers and corporate sector those willing to
launch products at similar non metro cities.

Considering the importance of psychographic segmentation the present study covers the description of
psychographic profile of Junior College Students (JCS) of Silchar.

Methodology

In order to fulfill the research objectives different survey and statistical tools has been used. To gather
demographic information 9 questions were used, for better understanding of activities, interest and
opinion an instrument of 26 questions each containing four options has been developed. For
understanding values the standard LOV scale with 9 choices using ranking method, developed by Khel
was adopted. In order to ascertain aspiration 26 dichotomous options were provided.

Primary data was collected using purposive sampling. The sample were collected from all the wards of
Silchar in order to make sample more representative to population. The target JCS are actually part of a
larger population of youth. 980 questionnaires were used for the larger survey covering total geographical
area of Silchar. Any defect in questionnaire like responding multiple time in single answer, questionnaire
with missing value and incomplete questionnaires were shorted and rejected at very beginning. Total of
684 questionnaire were finally accepted and data were entered into computer using SPSS package of
IBM. Among this data 250 respondents were JCS who were studying in 11™ and 12" standards in
different colleges and schools.

In order to describe demographic characteristics standard statistical tools of counting, average and ratio
were used.
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For segmentation combination of factor analysis, cluster analysis and canonical discernment analysis has
been used. The following is the brief description: firstly we run Principle Component Analysis (PCA)
with Verimax rotation. Which isolated 9 important factors which in combination described 49.89 % of
total variance. It had a Kaiser — Mayer Olkin (KMO) measure of sample adequacy .653 which is
considered as mediocre as per guideline. The z scores of this 9 factors were considered for further
analysis and clustering.

Afier this step k means clustering was run to identify the clusters and cluster solution with distance from
cluster centroid were recorded from 2 group cluster to 10 group cluster.

Canonical discernment analysis were used in order to find suitable and meaningful cluster solution. This
revealed that the 3 cluster solution is an ideal choice for explain the characteristic the sample.

Data for JCS were selected and narrated with crosstab and question wise observation of each groups
separately.

Research findings and nomenclature

The psychographic market segmentation of JCS of Silchar, Assam consists of three segments. The
segments are divided into three clusters they are Acquiescent, Traditionalist and Acquisitive. The table
depicts the cluster wise division of the respondents belonging to the population sample of junior college
of Silchar, Assam. The sizes of these segments are 88, 63 and 99 which covers 35.2%, 25.2% and 39.6%
respectably. To provide a visual approach of all three clusters and their distribution pattern figure 1 (in
appendix) 1s drawn. The figure titled Canonical Discriminant Function of JCS of Silchar, Assam plots
interpret three major clusters of the psychographic study. From the above graphical representation it can
be said that the discriminant functions is to plot each group centroid in a two dimensional plot with one
function against another function. The graph is shown by the two functions - Function 1 on the X axis and
Function 2 on the Y axis and around the group centroids. The function reveals the factor loading of each
variable on each discriminant function. It allows us to compare correlations and see how closely a group
15 related to each centroid. The figure 3.1 provides the canonical discriminant function with relevance to
JCS of Silchar based upon the three major clusters. It is distinguishable that on function 2 the group one
does not provide much variance and are mostly intermingled compared to other two groups. Whereas, the
function 1, shows the other two groups are scatiered and hence reveals much behavioral differences.
Therefore, lets discuses the characteristics of each these clusters.

(a) Segment | (Acquiescent): The sample of this segment shows the following characteristics:-

. ICS of this segment are serious law abiders and conservatives. If, given a situation this group
directly give the opinion that, they shall not support corruption and shall not pay bribe,

. This group is also strong conservative compared to other two segments of JCS. They are of
opinion that girls are carrier of culture and so they should wear traditional dresses only.

. On the choice of mass communication this people are of the opinion that mass communication
medium, like television are meant for total family and we should be selective to view channels.

. Majority of them believe that politics is essential and without a stable government peace and
prosperity cannot be achieved and hence, one best party should be supported during election.

. This people make friends from all walks of life and friendlier than other two groups. Therefore
they have broad social arena then other groups.

. This people are very career conscious as 62.5% saind that they are ready to work at any place
where opportunity is more, They are generally team workers and show high aspiration to lead others,

. This people are not much trend conscious, new changes in trends do not have much impaet upon

them. This group has the opinion that carrving a smart phone does not make any difference in their
appearance.
. To them new fashion trends like tattoo has no practical use.
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. They wear formal dress suitable for the occasion and prefer clean and comfortable dress which
may not be fashionable.
. This people show high degree of curiosity on work. Even they do not hesitate to open or break the

machine in parts to know about technology working behind it. They collect things that they consider
useful and try to make new useful and decorative things with them.

. They try to be self-sufficient and take help of others only if they face difficulty. They belief
successful people take moderate risk and consider themselves as general person.
. This people are not so religious they are logical yet 69.3% believe that a fixed time for prayer is

important, they try to think what is logical and just themselves they believe science cannot explain
everything in his world. They read religious books but do not follow all the guidelines written within it.

. They consider money as most evil thing and there are many other approaches in life which are
more important than money. This people are generally extroverted they stay mostly away in social
gatherings and sometimes even avoid parities. They mostly prefer to stay alone at home and spend a quiet
time alone.

. One of the major characteristics of this people 1s that they are travelers if they learn about an
interesting place of natural beauty they shall try to visit this place at least once in their life,

s They are very particular about purchasing decision, as they prefix their opinion about what to
purchase and know exactly what they need to purchase when they visit a shopping mall.

. This people show high aspiration to spend money for social causes and charity. They love to give
zifts to their friends and spend money with family members. They prefer to save money rather than
spending it in luxuries,

(b) Segment 2 (Traditionalist) One fourth of the sample (25.2%) falls in this category which is mostly
dominated by male gender. The sample population of this group shows following psychographic
characteristics:

. They believe that movies and TV serials now a day’s show more violence and sex and sensor
board 15 allowing such thing which all family members cannot view together.

. Most of the members (69.9%) of this segment admit that there is no harm in paying bribe to get
things done without facing any social or legal obstacle and seems have no hesitation to do so.

. They consider that girls should not wear western dresses whereas; every girl should ware
traditional dresses of their ethnicity just because girls are considered as carrier of culiure.

. This people do not get involved into politics and when extremely necessary they support issue
based politics and not any particular party.

. This people are choosy in selecting friends compared to other two groups, they choose friends
from same age group, social class and economic status.

. This people are family oriented does not hesitate to change workplace to stay near family as for
them family togetherness is utmost valuable,

. This people are generally not team workers, they favor comfortable environment and prefer to
work alone compared to other two groups.

. This people are more fashionable and willing to boast while dressing and try to remain ready for
photo shoot.

. They also welcome ultra-new trends in fashion like tattoo; as they consider that it fulfills modern
tashion trends.

. They are also very enthusiastic about latest technology innovation and remain ahead to adopt
them. They consider it is obsolete to carry old technology in this era of smart phone.

* Most of this people consider it worthless to enguire how does a machine work; they prefer to
purchase products from market rather then make it at home.

. One of the major characteristics of this group is that if they find some useful material they store it
for some time to resell them.

. They consider that lucky persons always become successful and those who take more risk

ultimately become looser. They believe that some of their friends shall always remain luckier and more
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successful than them. They consider money as the most important thing in life and wealthy people are
happier.

. This people are not so religious and consider that too much prayer is wastage of time. They
believe that everything happening around us can be explained by science therefore they do not read books
which are religious in nature and consider their own consciousness above holy books.

. This people try to follow a general lifestyle, they are more resistance to change and adopt new
things, they also do not want to visit new place and only visit places if there is good communication and
good numbers of people have already visited. This people try to become center of attraction of any

gathering.

. This people are good shopper as they take more time in choosing goods, and consider the advice
of salesmen They think, other consider their advice valuable for shopping decisions.

. Aspiration of this group revolves around fashion they shall purchase ornaments, gems and gold
having latest design, cloths with trendy outlook and think to have tattoo.

. They shall spend for education of self and others; build home purchase land and car and

household goods.

(c) Segment 3 (Acquisitive) - A good number of participants of this group are girls compared to other
two groups. The sample of this segment shows the following characteristics:-

. This group generally belongs to higher income class. These people are less fashionable and are
strong law abiders.

. People of this group consider mass media like television as an instrument for family
entertainment.

* They consider that programs that come in television should meant for total family which we can
view together. According to them family members should choose programmers according to their choice
and believes that girls should wear dresses according to their own choice.

. They keep themselves informed about on-going political situations, but never get themselves
involved. This people adhere law very seriously and hence, never pay bribe.

. This people are friendly and 85.9% says that they have friends from all walks of life.

. They are tough and very serious about career. They prefer to find out jobs near to their hometown
and always are good team workers.

. This people are fun loving and thus generally do lots of enjoyment in social gatherings.

. This people prefer common type of dress & do not follow fashion trends very quickly. On the
contrary they love to get compliments how they are looking.

. A good number of people n this group consider tattoo as nasty, other consider of some kind of
useless fashion trend. In short they avoid very strong and progressive fashion trend.

. This people show much curiosity on how a particular technology works and if they get chance
they shall open available small working engines.

. Generally this people do-not keep decorative items for future. They prefer to throw them
considering as junks.

. If something thing or service can be procured by money they do-not hesitate to avail that and
generally refrain from trying to make that.

. This people are risk taker, hopeful for future and consider they are luckier.

. This people are god believer, they consider that a fixed time for prayer every day is very useful
for both health and mental concentration.

. They consider that whatever is written in holy books are god own words and it 1s best to follow
them.

* They consider that there are many things in this world which cannot be explained by science,

. They also consider that there are many things more important than money. ie they consider

money cannot purchase happiness.
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. This people love o travel but avoid adventure, they shall visit places only road and rail
connectivity is good. Otherwise shall remain satisfied by seeing photos only. This people take opinion of
their friends and family members for almost all purchases.

. This people consider spending money is worth if spend for fulfilling hobby, for luxury trips, for
spending time with loved once and family members and spending for own education and save for future.

Finally, from the above illustrated method and description of psychographic market segmentation, helps
to understand the ongoing life style within the Silchar town,

Conclusion

The paper examines the importance of psychographic study with the help of the selected sample
from population. The present paper provides a measuring method of life style of Silchar people based
upon Activities, Interests and Opinions (AlOs). Since selected group of sample is more homogeneous in
nature the study reveals precise information regarding personality traits or existing values. The paper also
confirms the linkage of purchasing behavior with psychological level of common people of the present
context, From the statistical tests conducted it has been found that three major clusters are existing and
where the marketers can develop segment-by-segment invasion plans and choose target market in a
socially responsible way.
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Figure 1; Canonical Discriminant Function of JCS of Silchar, Assam
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Literature Review

The scholars and corporate throughout the world have conducted many surveys and
investigations to understand and map the psychographic pattern of customers and its impact over the
purchasing preferences. Study has been carried out to try and understand correlation between social
class, income and buying behaviour (Slocum and Mathews, 1970);5ocial class and life style as predictor
of shopping behaviour (Rich and Jain, 1968). S5tudies has also being carried out to understand
importance of life status and consumer preference (Anderson 1984), and the importance of consumer
behaviour and cultural values (Henry 1976). There are also studies relating to the influence of the
reference group on consumer brand purchase (Stafford 1966) and on the influence of the reference
group on product and brand purchase (Beardon and Etzel 1982). There are also studies like impact of
role of sex on purchase decision (Qualls 1987) on working wives and expenditure on service (Bellanti
and Foster 1984). ldentification, attitudinal and demographic questions frame nine lifestyle types to
categorize American consumers (Mitchell, 1978). Other set of studies addressed to heterogeneity
between senior citizen market (Day et al.,, 1987); and understanding the profile of the women in the
USA, UK and France (Doughalas and Urban, 1997).

Few prominent studies in the Indian context are: Interrelationship between religiosity, cast
prejudices and conservatism lifestyle among four major faith groups: Hinduism, Islam, Sikh and
Christianity. This Study was carried out in New Delhi (Kapoor, 1985); National Council of Applied
Economic Research (NCAER) mapped ownership and purchasing patterns of consumer durable and non-
durable products and grouped Indian population into five major groups based on real disposable income
and the ownership of the durables and consumption of non-durable (Rao and Natarajan, 1996); linkage
between ownership of two wheelers and the behaviour of their owners (Kapur, 1995); brand association
of Denim brands with life style attributes by AditeChatterjee in 1995 and understanding of changes in
personality traits, family relationship, personal goals, and attitudes towards advertising and favoured
products among Indian consumers aged between 15-45 years (Chatterjee,1996). Another study carried
out to identify similar lifestyle segments based on classification of status symbol. The study surveyed
623 respondents in top four metropolitan centres in the country with at least one car in their disposal
(Shirali& Singh, 1997). Studies also conducted to understand psychographic profile of customers of
newspapers in India and psychographic segmentation of Indian Urban customers (Kumar &Sarkar,
2008). ParomitaGoswami (2007) studied the effects of psychographics on the frequency of purchase of
college goers of Kolkata. Arup Barman(2008) studied about psycho- behavioural concordance of
consumers in ecological dimensions in six cities namely Bengalore, Delhi, Guwahati, Kolkata, Lucknow
and Mumbai. SeemaKapur (1995) studied the behaviour of two wheeler owners andAditeChatterjee
(1995) studied lifestyle attributes of Denim brand users. Anil Kumar (2013) used psychographic toals to
studied the attitude of consumers towards durables.

The above literature review shows that there is no study that examines the dynamics and
contrast of psychographic details of youths in a fast progressing town of North East India and about the
youths those who are the future consumers and determining factors of future market.
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Methodology

AlO or Activities Interest and Opinion is one of the most popular methods of market
segmentation. The respondents’ action regarding hobbies, social gathering, fashion, sports, vacation,
worksect. arecovered under the group Activities. Degree of excitement and involvement in learning,
exposure to media, political ideclogy, and religion were included in Interest. Belief, judgements towards
status, friendship, luck, media,and fashion were grouped under opinion.

Various dimensions of psychographic variables were considered during designing of
guestionnaire. These dimensions were considered by keeping in mind the social, cultural, political,
psychological dimensions and local conditions. The guestionnaire consisted of nine demographic
variables, twenty six choices about AIO nine items of List of Values (LOV) given by Khel(1988) and
twenty-six dichotomous items of aspiration as options.

Data collection was done in Silchar city. Judgemental method was considered for the purpose of
data collection. City dwellers were surveyed till requisite number of respondents that is 250 numbers of
Junior College students and 250 numbers of employed youths whose age is below 35 years and having
experience less than 5 years were achieved. Measures were taken like collecting data from all the wards
of Silchar municipality to make it geographically representable.
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Respondents’ profile
In sacial science research ‘Respondents’ Profile’ plays a very significant role. The personnel
characteristics of respondents based on either voluntary or involuntary participation forms the

backbone of the scientific explanation (Glaser, 2012).

Table: 1- Gender Wise Distribution of Respondents

N=500 Male Female
F % F %
Total Respondents 315 63 185 37
Junior College Students 138 27.6 112 22.4
Initially Employed Youth 177 23.4 73 14.6
Note: F=Frequency, %= Percentage, N= Total number of population in the data set

Figure-: 1 Gender Wise Distribution of Respondents in Frequency

Junior College Students Initially Employed Youths

HMale

¥ Female

uMale

® Female

The above analysis of the respondents profile for the population of the Silchar, Assam reveals a
comparative study regarding the existence of male and female under the category of 1CS and IEY. It can
be concluded that the majority of the respondents are male; whereas the percentage of female
respondents are very low specifically under the category of IEY. On the other hand the percentage of
male respondents is more or less are similar in nature. Therefore one of the major reasons for this
gender based contrast may be the early marriages of girl child’s school dropouts and other social
bondages etc.
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Table: 2- Family Type of Respondents

Family Composition Frequency Percentage
Live alone 18 3.6
Family up to 4 members 257 51.4
5to 7 members 173 34.6
Mare than 8 members 52 10.4

Figure-: 2Family Type of Respondents (in frequency)

250 4

200

150

50

Live alone Family up to 4 5 to 7 members More than 8 members

members

The above bar diagram represents the family composition of the respondents of the over youths
of the Silchar, Assam. The bar graph reveals that most of the family consists of 4 members followed by 5
to 7 members; this signifies the emerging trend of nuclear family. Other than that some of the
respondents are having family members more than 8 which depict the existence of joint family but in a
very small percentage. The respondents who are living alone seems to be very negligible with 3.6%
which indicates many causes as family living in other city, living in hostels or as a paying guest for
academic or job purpose etc.
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Table: 3- Income Wise Distribution of Respondents

Yearly Family Frequency Percentage
Income (In Rs.)

Less than 50000 124 24.8
50,001 - 1,00,000 166 33.2
100,001- 2,00,000 85 17
2,00,001-3,00,000 60 12
3,00,001-4,00,000 34 6.8

4,00,001 and above 31 6.2

Figure-: 3Income Wise Distributions of Respondents (In Percentage)

8 Less then 50000

= 50,001 - 1,00,000
= 100,001- 2,00,000
u2,00,001-3,00,000
=3,00,001-4,00,000
= 4,00,001 and above

The pie chart shows the income based distribution of respondents where majority of the
respondents (33,2 %) are earning between 50,001-1, 00,000, which signifies the large number of lower
middle class families. The respondents having yearly income between 1,00,001- 2,00,000 is 17%
suggesting the upcoming family status within the society, Whereas the respondents earning 4,00,001
and above depicts upper middle class and are those who are having their own family business or having
good post at the job.

Analysis of Concordance:

According to Oxford English dictionary concordance connotes agreement or consistency. In
general the word concordance refers to the state of being similar to something else. On the other hand
in statistics concordance denotes the process of measuring the agreement between the two variables,
for example measuring the concordance between reproducibility or for inter-rater reliability. Thus, in
order ta measure similarity or agreement between of large diverse samples towards something else, is
measured through Kendall's W Coefficient of Concordance (Barman, 2008).
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Hypothesis:

For the study purpose a single hypothesis is drawn

H.= The level of concordance among the respondents about psychographic variables within and among
the two categories of youths is very high in Silchar, Assam

H, = Level of concordance among groups of youths about psychographic variables are equal in Silchar,
Assam

Analysis of the Data
To examine the objectivity or the state of agreement among the respondents residing in the
Silchar, Assam, the concordance analysis is used to compute the degree of concordance. To interpret,

co-efficient (Kce) value near to zero indicates the existence of little concordance or agreement and value
near to one indicates there is high level of concordance among the raters.

Table: 4- Concordance Analysis of the Youths of Silchar, Assam

Junior College Students (N=250) Initial Employed Youths (N=250)
Dimensions Kee e Sig. Kee ' Sig.
Activity (df=9) .139 312.80 .000 179 403.56 .000
Interest (df=4) 068 68.02 000 067 67.01 000
Opinion (df=10) 272 680.38 .000 .315 788.56 .000

Note: Kcc = Kendall’s W Coefficient of Concordance, X~ = Chi-Square,
Sig. =Assumption Significance,N= Total 5ize of Data Set, df = Degree of Freedom

The concordance of the youths of Silchar for the category under Junior College Students (JCS)
shows the value ranges of coefficient (Kce) are very near to zero (i.e; 0.06-0.2).

Initially Employed Youths (IEY) as the concordant are considerably similar to the concordance of
JCS with value ranges 0.06 - 0.3

Thus, in the above context the concordance level for both the categories reveals much lower
shows equality of life style. Thus, indicating the acceptance of H, and rejection of H,.
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Table: 5- Concordance Analysis of the Youths of Silchar, Assam (Gender Basis)

Junior College Students Initial Employed Youths
Male Female Male Female
. . (n=138) (n=112) (n=177) (n=73)
Dimensions
Kee v sig | Kee v | sig | Kee v? | sig | Kee v | sig
Activity
(df=9) 116 144.0 .00 | 191 | 19247 | .00 | .176 | 280.16 .00 A58 | 130.00 | .00
Interest
(df=4) 072 39.96 .00 | .080 35.69 | .00 | .052 36.62 | .00 120 34.97 .00
Obini
{;’:E; 228 | 314.66 | .00 | 340 | 380.52| .00 | .307 | 542.65 .00 | .350 | 255.19 | .00

Note: Kce = Kendall's W Coefficient of Concordance, X = Chi-Square, Sig. =Assumption Significance,n= Total

Size of Data Set, df = Degree of Freedom

To examine the level of concordance among the youths of Silchar region based on gender is
computed above. The table shows that concordance for the Junior College Students (JCS)

(a) Male, the co-efficient of concordance (Kcc) range within 0.07-0.2 suggesting value nearer to
Zero.

(b) Female, the co-efficient of concordance (Kee) for all the units ranges between 0.08-0.3, thusthe
dimension Opinion shows the nearness to one, suggesting little agreement.

The Initially Employed Youths (IEY), as the concordance for

(a) Male, exhibits much smaller agreement as the values lays within 0.05- 0.3, having the value near
to zero.

(b) Female, statistically reveals that the Kcec values are uniform and provides moderate agreement,
as the value lays between 0.1-0.3

Therefore, 1CS concordance for both male and female gender is revealing low to moderate Kec
values and thus Hy is accepted. Whereas the Kcc values for IEY is moderate to high sating prevalence of
high concordance and absence of similarities that suggest acceptance of H-1,
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Table: 6- (a) Concordance Analysis of the Youths of Silchar, Assam (Income Basis)

Less than 50001- 200001- 300001- 400001 and
100001-200000
50000 100000 (N=85) 300000 400000 above
Dimensions (N=124) (N=1686) (N=50) (N=34) (N=31)
Kee i | Kee e Kce 2| Kee | v | Kee e Kee e
T‘;:I_v:;f JA65 | 18368 | (154 | 230.74 | 171 | 13099 | 143 | 77.18 | 193 | 58,93 | 221 | BL.72
'E”::_FT; 077 | 3835 | 073 | 4870 | 079 | 26.86 | .072 | 17.35 | 112 | 1517 | .095 | 11.78
Opinion
(df=10) 267 | 33066 | 291 | 483.39 | 347 | 29458 | 313 | 188.0 | 304 | 103.27 | 341 | 105.75
Naote: Kce = Kendall's W Coefficient of Concordance, X? = Chi-Square, 5ig. =Assumption Significance, N= Total Size
af Data Set, df = Degree of Freedom

The test conducted for testing the concordance based on Yearly Income of the respondents whom
are earning:

{a) Less than 50000 reveals more or less inclined towards the value zero, i.e.; value ranges between
0.07-0.2 and thus concordance is low.

(b) 50,001 - 1,00,000 also set between 0.07-0.2 and therefore concordance is low.

(¢} 1,00,001 - 2,00,000 shows that values ranges with 0.07-0.3 and hence concordance is moderate,

(d) 2,00,001 - 3,00,000 depicts, similar level as above with value between 0.07-0.3 and hence
concordance is moderate,

(e} 3,00, 001 - 4,00, 000, moderate to high concordance with Kce ranges 0.1- 0.3.

(f) 4, 00,000 and above, moderate agreement with Kcc ranges 0.09-0.2

Thus, in the context of overall youths of Silchar region, concordance levels of all the income
groups are falling with the range of 0.7to 0.2 which are near to one denote high level of concordance,
suggesting the acceptance of H.and rejection of H,.
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Table: 6- (b) Concordance Analysis of Junior College Students of Silchar (Income Basis)

Less than 50000 =0001- 100001~ 200001- 300001- 400001 and
(N=81) 100000 200000 300000 400000 above
Dimensions (N=786) {N=45) (N=27) (N=12) (N=9)
Kec X? Kee 3(3' Kee x? Kee X? Kee 3(2 Kee 3(2
Activi
‘d:';;’ 151 | 11028 | .144 | 98.40 | .187 | 75.65 | .124 | 30.23 | 216 | 23.30 | 241 | 19.56
Int T
:‘df_':i 059 | 1915 |.116| 3522 | 071 | 12.77 | .064 | 695 | .025 | 1.203 | .071 | 2.542
Opinion
o1y | 25 | 20470 | 283 | 21535 | 341 | 15360 | 325 | 8788 | 321 | 38.49 | 258 | 2320

Note: Kcc = Kendall's W Coefficient of Concordance, 1(2 = Chi-Square, 5ig. =Assumption Significance, N= Total Size
of Data Set, df = Degree of Freedom

The test conducted for testing the concordance based on Yearly Income of the Junior College
Students whom are having family earning:

(a) Less than 50000 reveals more or less inclined towards the value zero, i.e.; value ranges between
0.05-0.2 and thus concordance is low,
{b) 50,001-1, 00,000 also set between 0.1-0.2 and therefore concordance is moderate,
{c) 1,00,001- 2, 00,000 shows that values ranges with 0.1-0.7 and hence concordance is high.
(d) 2, 00,001- 3, 00,000 depicts, similar level as above with value between 0.06-0.3 and hence
concordance is moderate.
{e) 3,00,001-4, 00,000, low concordance with Kcc ranges 0.02- 0.3,
(f) 4,00, 000 and above, lower agreement with Kcc ranges 0.07-0.2
Thus, in the context of overall youths of Silchar region, concordance levels of all the income
groups are falling with the range of 0.5 to 0.7 which are near to one denote high level of concordance,
suggesting the acceptance of H,and rejection of H,.
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Table: - (c) Concordance Analysis of Initially Employed Youths of Silchar {Income Basis)

lessthan | o | 100001- 200001- 300001- 400001 and
50000 {N_-Q{J} 200000 300000 400000 above
Dimensions (N=43) (N=40) [N=33) (N=22) {N=22)
Kee el Kce el Kee el Kee Y2 Kece e Kce el
Activity
oy | 20| 7727 | 179 14527 | 178 | 6253 | 210 | 62373 | 227 | a7 | 242 | 4791
':‘:ﬁ? 144 | 2481 | 053 | 1915 | 094 | 15.04 | 087 | 1153 | 200 | 1762 | 137 | 1275
Opinion
dra0) | 318 |13675| 312 | 28098 | 374 | 149.47 | 323 | 10650 | .384 | 76.63 | 403 | 8873

Note: Kee = Kendall’s W Coefficient of Concordance, X' = Chi-5guare, Sig. =Assumption Significance, N= Total Size
of Data Set, df = Degree of Freedom

The test conducted for testing the concordance based on Yearly Income of the Junior College
Students whom are having family earning:

{a) Less than 50000 reveals more or less inclined towards the value zero, i.e.; value ranges between
0.1-0.3 and thus concordance is high.

(b) 50,001-1, 00,000 also set between 0.05-0.3 and therefore concordance is moderate.

(c) 1,00,001- 2, 00,000 shows that values ranges with 0.09-0.3 and hence concordance is moderate.

(d) 2, 00,001- 3, 00,000 depicts, similar level as above with value between 0.08-0.3 and hence

concordance is moderate.

(e) 3, 00, 001-4, 00, 000, high concordance with Kcc ranges 0.2- 0.3,

(f} 4, 00, 000 and above, high agreement with Kcc ranges 0.2-0.4.

Thus, in the context of overall youths of Silchar region, concordance levels of all the income groups are
falling with the range of 0.05 to 0.4 which are near to zero denote lower level of concardance that is
more or less equal to zero, suggesting the acceptance of H, and rejection of H,.
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Overall Psychographic Concordance:

The overall psychographic concordance for youths of the Silchar area for both the categories
called Junior College Students (JCS) and Initially Employed Youths (IEY) reveals in an average moderate
to high level of agreement. Both the categories reveals variations in referred to dimensions as activity,
interest and opinion which suggest the variation in the attitude, lifestyle and differences in the thought
process.

Conclusion:

The study examines the concardance or attitudinal or psycho behavioral similarities among the
youths of Silchar (Junior College Students & Initially Employed Youths) based on certain demographic
factors as Gender, Family Composition and Income level on the yearly earning basis. This study reveals
there are significant psycho graphical differences among the respondents. This disagreement may be
due to the difference within the standard of living, household surroundings, cultural norms, social
taboos, and consumer consciousness. Other than these the group exhibits differences in the behavior
due to commen need, priorities etc. Therefore, the above discussion states that further exploration to
open out the psychographic pattern is needed for future research.
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